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Since digital technologies were blended in music industry, it has changed the external
forms, the products circulation and the marketing channels of music, and has made the spread
and consumption of music more convenient and faster than before, also brought renovation and
renascence to music industry, and it has improved moderns’ music lives. At present, the digital
music industry in the mainland China is in the period of tremendous change. Based on this
situation, the thesis here offers some opinions for the business model transformation and the
upcoming industry revolution.
This thesis uses a few theories and methods of some related disciplines for reference, such
as musical sociology, cultural industry economics, etc. Besides, the references include theories
and datum of some relevant research reports, survey datum, public information in the field of
digital music and music industry. In this thesis, through the concept definition of the “Digital
Music”, the development process of digital music industry, the actualities of industry both at
home and abroad, the genres of digital music business motels, and several typical successful
cases of business models, then perform an analysis of the influencing factors and issues about the
Chinese digital music industry. At the end of the thesis, it comes to a main conclusion, that the
current business model transformation in mainland China should base on the Open Music Model,
build Paid Service Model as the preferential orientation, and put emphasis on excavation and
exploitation of the wireless music platform.
There are six parts in this thesis. Introduction: includes the research backgrounds, relevant
literature, research methods and structure of the thesis. Chapter 1: “Digital Music”definition and
the development process of digital music industry. Chapter 2: about the actualities of digital
music industry domestic and abroad. Chapter 3: digital music business model types and case
study. Chapter 4: the opinions based on the current digital music business model transformation
in mainland China. Conclusion: the summary of main conclusion and the future research
prospects.


































































































































1 Digital Music and the Industry Development....................................１０
1.1 Digital Music..........................................................................................................１０
1.1.1 Explanation of the Definition..........................................................................１０
1.1.2 Digital Music Industry.....................................................................................１１
1.1.3 Impacts on the Music .....................................................................................１２
1.2 The Development Process of the Industry....................................................１５
1.2.1 The Reformations of Information Technologies..............................................１５
1.2.2 The Innovations of Business Models...............................................................１６















2 Actualities of Digital Music Industry ................................................１８
2.1 Digital Music Industry Abroad..........................................................................１８
2.1.1 Global Digital Music Market...........................................................................１８
2.1.2 The Core Market..............................................................................................１９
2.1.3 Developing Market..........................................................................................２２
2.2 Digital Music Industry Domestic......................................................................２２
2.2.1 Overview of the Industy Development............................................................２２
2.2.2 Market Size Summary.....................................................................................２３
3 Digital Music Business Model Analysis..............................................２８
3.1 Common Business Models................................................................................２８
3.1.1 Royalties of Advertisements or Games Model................................................２８
3.1.2 Pay to Download Model..................................................................................２８
3.1.3 Value-added Services Model............................................................................２９
3.2 The Open Music Model.......................................................................................２９
3.2.1 Concepts Outline..............................................................................................２９
3.2.2 The Open Principles.........................................................................................３０
3.2.3 The Validity......................................................................................................３１
3.3 Typical Cases........................................................................................................３２
3.3.1 iTunes Music Store and the Terminal Devices................................................３２
3.3.2 Internet Music Radio as Pandora and Sptify...................................................３３















4 Current Business Model Transformation in Mainland China.......３５
4.1 Structures of Industry Chains...........................................................................３５
4.1.1 Online Music Industry Chain...........................................................................３５
4.1.2 Wireless Music Industry Chain........................................................................３６





4.3 Tendencies of Industry and Business Model Transformation.................４１
4.3.1 Cloud Music.....................................................................................................４１
4.3.2 Streaming Music..............................................................................................４２
4.4 Opinions for the Establishment of New Business Model..........................４３
4.4.1 Base on the Open Music Model.......................................................................４３
4.4.2 Paid Service Model As the Preferential Orientation........................................４４
4.4.3 Put Emphasis on Wireless Music Platform......................................................４５
Conclusion.........................................................................................................５０
I Research Conclusions...........................................................................................５０












































































市场营销——给 DIY艺术家的 201条自我推销理念、建议和策略》（Guerrilla Music
Marketing, Encore Edition: 201 More Self-Promotion Ideas, Tips and Tactics for Do-It-Yourself
Artists. Spotlight Publications, 2006），和其《格瑞拉在线音乐市场营销——129条低成本免
费的在线音乐推广销售策略》（Guerrilla Music Marketing Online: 129 Free and Low-Cost
Strategies to Promote and Sell Your Music on the Internet. Spotlight Publications, 2011）一书；
大卫·巴斯克维尔（David Baskerville）的《音乐商业手册及职业指南》（Music Business
Handbook and Career Guide. 8th edition. Sage Publications, Inc., 2006），唐纳德·帕斯曼
（Donald S. Passman）《你需要了解的音乐商业》（All You Need to Know About the Music
















权威指南》（This Business of Music: The Definitive Guide to the Business and Legal Issues of the
Music Industry. 10th edition.Watson-Guptill Publications, 2007），泰德·莱斯罗普（Tad Lathrop）
所著《全球音乐商业市场营销》（Global Strategies for Maximizing Your Music’s Popularity and
Profits. Billboard Books, 2007），等等。在这些著作中，均涉及音乐商业领域相关理论，涵
盖音乐产业的组织结构、音乐出版、音乐版权、音乐艺人管理、音乐市场、市场营销、定
价策略等内容。
而如克里斯·安德森（Chris Anderson）的《长尾理论》（The Long Tail），乔江涛、
石晓燕译本，于 2006年由中信出版社出版，在 2012年由同一出版社推出此书的第 3版；
汤姆·哈特森（Tom Hutchison）的《音乐商业的网络市场营销》（Web Marketing for the Music
Business. Focal Press, 2008），史蒂夫·戈登（Steve Gordon）的《音乐商业的未来》（The
Future of the Music Business. Hal Leonard Corp., 2008），奥斯卡·赛尔玛（Òscar Celma）的
《音乐推荐与发现——数字音乐空间中的长尾、长负和长战》（Music Recommendation and




业和法律指南》（The Musician’s Business and Legal Guide. Pearson Prentice Hall, 2007），罗
伯特·戈尔曼（Robert A. Gorman）、简·金斯伯格（Jane C. Ginsburg）和安东尼·里斯（R.
Anthony Reese）合著的《著作权及案例分析》（Copyright Cases and Materials. 7th edition.
Foundation Press, 2009），理查德·斯蒂姆（Richard Stim）的《音乐法律——如何经营你
的乐队》（Music Law: How to Run Your Band’s Business. Nolo, 2009），艾伦·巴格弗瑞德
（Allen Bargfrede）和赛希利·马克（Cecily Mak）合著的《数字时代中的音乐法律》（Music
Law in the Digital Age. Berklee Press, 2009），大卫·J·莫泽（David J. Moser）和雪瑞·斯
雷（Cheryl L. Slay）合著的《音乐版权法》（Music Copyright Law. Course Technology PTR,
a part of Cengage Learning, 2011）；以及大卫·J·莫泽（David J. Moser）的《音乐版权》



















（Advanced Peer-Based Technology Business Models: A New Economic Framework for the
Digital Distribution of Music, Film, and Other Intellectual Property Works. Massachusetts




权人——年龄和宗教信仰是非法下载音乐的影响要素》（Online Music Infringers: Age and
Religiosity as Factors in Illicit Music Downloading. New York University, 2006）；居依·拉玛
帕拉萨德（Jui Ramaprasad）《在线社交影响与消费者取向——来自音乐产业的实证》（Online
Social Influence and Consumer Choice: Evidence from the Music Industry. University of
California, Irvine, 2009）；杰瑞米·莫里斯（Jeremy Wade Morris）《谈数字音乐商品》
（Understanding the Digital Music Commodity.McGill University, 2010）等。有硕士学位论文
如：柯瑞莉·帕什（Coralie Hélène Pasche）《音乐产业与文件分享之争——数字时代新版
权保护方案的必要原因》（Music Industry v. File-Sharing: Why We Need A New Approach to
Copyright Protection in the Digital Era. University of Toronto, 2009）；玛丽萨·加贝扎斯
（Maritza C. Cabezas）《数字影响——移动数字技术对音乐现场活动的影响及其对市场营
销、品牌推广和公共关系专业人才的影响》（Digital Impact: The Impact of Mobile Digital
Technology on Live Music Events and Its Influence on Marketing, Branding and Public






表在《流行音乐》（Popular Music. Vol. 26, No. 2, May 2007: 305-322），由约翰·威廉姆
森（John Williamson）和马丁·克鲁南（Martin Cloonan）合著的《音乐产业反思》（Rethinking
the Music Industry）一文，阐释了作者对“音乐产业”概念的思考，并涉及数字音乐；2008
年，帕特里克尔·巴尔卡特（Patrickl Burkart）发表在《信息社会》（Information Society. Vol.
















年，安妮塔·埃尔伯斯（Anita Elberse）发表在《市场营销杂志》（Journal of Marketing. Vol.
74, No. 3, May. 2010: 107-123）上的《告别捆绑——数字渠道中音乐的分类计价》（Bye-Bye
Bundles: The Unbundling of Music in Digital Channels），从音乐的数字发行、销售出发，探
究音乐的商业模式，等等。
2013年，由吉狄恩·帕克莫夫斯基（Gideon Parchomovsky）和艾利克斯·斯坦恩（Alex
Stein）合著发表在《哥伦比亚法律回顾》（Columbia Law Review. Vol. 113, No. 6, Oct. 2013:
1483-1542）的《知识产权保护措施》（Intellectual Property Defenses），和同年由杰·阿
里亚斯（J. J. Arias）和卡梅隆·埃利斯（Cameron Ellis）合著发表在《美国经济学家》（American
Economist. Vol. 58, Issue 2, Fall 2013: 124-133）的《数字音乐渐减的排他性——版权法启示》
（The Decreasing Excludability of Digital Music: Implications for Copyright Law），都涉及数
字音乐相关法律问题的研究。
而在 2014年，帕特里克·巴尔卡特（Patrick Burkart）发表于《流行音乐与社会》（Popular
Music & Society. Vol. 37, Issue 4. Aug. 2014: 393-407）的《云端与数字极致的音乐》（Music
in the Cloud and the Digital Sublime），和由博特·维特斯（Bert Weijters）、弗兰克·高德
提尔（Frank Goedertier）、索菲·瓦思特瑞肯（Sofie Verstreken）三人合著发表于《商业道
德杂志》（Journal of Business Ethics. Vol. 124, Issue 4, Nov. 2014: 537-550）的《当代技术背
景下的在线音乐消费——道德影响透视》（Online Music Consumption in Today's
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